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Abstract 
This dissertation was written as part of the MA in Art Law and Arts Management at the 
International Hellenic University.  
 
This dissertation aims at providing a general review of Cultural Sponsorship as an 
institution that provides support to cultural events and activities in the offset of the 
dissemination of the fame and honor of the sponsor. It sets out the definitions of 
Cultural Sponsorship according to Greek Law as well as the examination of Cultural 
Sponsorship in comparison to Donation, Grant, Advertising, Sales Promotion, 
fundraising. The historical review gives an insight into the fundamental principles that 
govern Sponsorship throughout the centuries. The objectives and the development of 
a strategic plan are explained through questions that every company should take into 
consideration before starting a sponsorship. The pathway of the operation of Cultural 
Sponsorship in Greece pictures the circumstances under which a sponsorship can be 
implemented in the frame of Greek Law 3525/2007. The usual inadequacies of cultural 
organizations in the frame of communication and collaboration with sponsors and the 
factors that influence the decision of a sponsor are thoroughly described and aim at 
dissolving the inadequacies and gaps in the system upon which a sponsorship is 
conducted. Last but not least, programs of certain cultural organizations and museums 
that are eligible for Cultural Sponsorship are given as examples to the successful 
completion of the idea of being culturally sponsored in contemporary Greece.   
 
Keywords: cultural sponsorship, historical review, sponsorship plan, Greek Law, 
programs 
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Introduction 
 
Definitions 
 
Cultural Sponsorship is the funding of cultural events and activities by the private 
sector or enterprises, which focuses on the dissemination of the fame of the sponsor. 
The meaning of this institution is gradually recognized at an international level, even 
though it cannot be considered as a substitute of state funding but as a subsidiary 
means of funding. Nevertheless, in the frame of European Union politics there is no 
certain legal initiative to find a solution about it. According to article 1 Law 3525/2007, 
Cultural Sponsorship is considered the monetary or other economic provision in 
tangible or intangible objects or legal authorities, national or foreign, for the 
reinforcement of certain cultural activities or purposes of the recipient of the 
sponsorship in the offset of the social and/or political promotion of the sponsor1. 
Sponsorship is “largely recognized as a communicational phenomenon that has 
enormous influence on driving brand imagery and attitude formation (Gwinner, 
Joachimsthaler & Aaker, Cornwell, Weeks, & Roy). All brands involved in sponsorship 
may capitalize on using this emotional bond between consumer and sports teams, 
players, festivals, tournaments, and build up associations of their own that accrue as a 
result of linking their logo to a sponsored object. Kevin Gwinner stated that ‘when a 
brand becomes associated with an event, some of the associations linked with the 
event (e.g., youthful, relaxing, enjoyable, disappointing, sophisticated, elite, etc.) may 
become linked in memory with the brand’. If an event fosters visitors’ imagery and 
conjures up associations in visitors’ memories, it may also function as an endorser to 
the sponsoring brand. The meaning attributed to the event is likely to be transferred to 
                                                 
1
 Δρ. Ζούνης Θεοκλής-Πέτρος, “Λειτουργία και εφαρμογές της πολιτιστικής διαχείρισης Ενότητα 4: 
Χορηγία και χρηματοδότηση πολιτιστικών οργανισμών”, Εθνικό και Καποδιστριακό Πανεπιστήμιο 
Αθηνών Σχολή : Ο.ΠΕ. Τμήμα : Ε.Μ.Μ.Ε., Αθήνα 2015. Available online at: 
http://opencourses.uoa.gr/courses/MEDIA105/, p. 8-10   
Σαλτερής Βασίλειος, Πολιτιστική Χορηγία, Επιβλέπων: Μάριος Κωστάκης, Εθνική Σχολή Δημόσιας 
Διοίκησης και Αυτοδιοίκησης ΚΓ’ Εκπαιδευτική Σειρά Τμήμα Διοίκησης και Οικονομικής Διαχείρισης, 
Αθήνα 2015, p. 11 
ΝΟΜΟΣ 3525 ΕΦΗΜΕΡΙΔΑ ΤΗΣ ΚΥΒΕΡΝΗΣΕΩΣ 
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the brand when the two are paired in an event sponsorship situation. A part of the 
event’s image becomes associated with the sponsoring brand’s image (Gwinner)”2. 
 
A “sponsor” is a natural or legal person, national or foreign of the private law which 
draws on a cultural sponsorship.  A sponsoring party is the State, the local authorities 
of first and second level, the legal persons of public law, the legal persons of the 
general governmental sector, as it is defined and the legal persons of private law of 
non-profit making and civil non-profit companies of article 741 Greek Civil Law 
pursuing, according to their statute, cultural purposes. A “Cultural Activity” is an 
activity which aims to the protection, the making the most and the release of the 
cultural heritage, as it is defined in Greek Law 3028/2002 (ΦΕΚ 153 Α’/28.6.2002) as 
well as the reinforcement and the release of the modern and contemporary culture, 
which comprises every action that aims especially to the production, the cultivation, 
the promotion and the dissemination of philosophy, music, dance, theatre, cinema, 
architecture, painting, sculpture, visual arts.  
 
As we read in contemporary bibliography, “over the past 25 years there have been 
many definitions of sponsorship. (Skinner & Rukavina)  
 
Sponsorship is a business relationship between a provider of funds, resources or 
services and an individual, event or organisation which offers in return rights and 
association that may be used for commercial advantage in return for the sponsorship 
investment.  
 
Another way to look at sponsorship is that it is like any other form of marketing- it is an 
activity that puts buyers and sellers together, with both receiving certain benefits in 
other words, if you have the right people coming to your event as far as your sponsors 
                                                 
2
 Karpinska – Krakowiak Malgorzata, The impact of Consumer Knowledge on Brand Image Transfer in 
Cultural Event Sponsorship, University of Lodz, Lodz Polish, Social Review, 2013,  p. 185  
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are concerned (their potential customers), you are probably going to have happy 
sponsors.3  
 
Sponsorship turns to ‘fast becoming the fourth arm of marketing, in addition to 
advertising, promotions, and public relations’ (Hoyle)  
 
According to Skinner & Rukavina (2003):  
 
‘Sponsorship in this era (1 B.C.-1600) was not sponsorship in its modern-day sense, as 
individuals, not companies, sponsored artists. However, they did expect ‘return-on-
investment’, such as support from their subjects.  
 
In the Roman period, patronage of the arts was in the hands of the rulers and army 
commanders. Later, the central role was played by the church, statesmen, and 
aristocratic patrons.  
 
Shakespeare created his Royal Theatre Group. The Roman popes and other church 
dignitaries were clients or supporters of artists such as Michelangelo and Leonardo Da 
Vinci. The Medici family in Florence and the Sforci family in Milan are among the most 
famous families of the time who encouraged the arts through their patronage”.4  
 
 
 
 
                                                 
3
 Laice Nadia, The ever growing existence of sponsorship at festivals or cultural events: What makes an 
organisation want to sponsor a festival? What do organisations gain from this sponsorship? And where 
is it leading?, INTERNATIONAL EVENT PARTNERSHIPS, SPONSORSHIP AND FUNDRAISING, MA 
International Events Management, 2009 , p. 2 (Accessed 18/09/2019) 
4
 Laice Nadia, The ever growing existence of sponsorship at festivals or cultural events: What makes an 
organisation want to sponsor a festival? What do organisations gain from this sponsorship? And where 
is it leading?, INTERNATIONAL EVENT PARTNERSHIPS, SPONSORSHIP AND FUNDRAISING, MA 
International Events Management, 2009, p. 3 (Accessed 18/09/2019) 
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1. Cultural Sponsorship Vs Donation, Grant, Advertising, Sales Promotion, 
Fundraising 
 
Cultural sponsorship is discriminated by the following terms that do not fall into the 
field of this current law: from “donation” which is the provision from the sponsor party 
of an asset, without any return or an offset, from the “grant”, which is the monetary 
aid from the State to legal persons of public or private law. Also, cultural sponsorship is 
different from the “advertising”, which is the presentation to the public of brands or 
services and the provision of their benefits, with the purpose of providing to the 
audience an incentive to buy the advertising brands or services, from the “sales 
promotion”, which is every activity in the frame of commercial communication, with 
the purpose to accrue the sales of the brands or the services, in ways other than the 
advertising, which are commonly based on the personal contact with the consumer, 
such as offers, competitions, events.  
 
As we read in contemporary bibliography: “In past years, it appeared that the event 
organisers did not want to draw too much attention to the sponsors in fear that they 
would perhaps be seen as sell-outs, or as Lawson (1984) puts it: ‘Sponsorship, it was 
thought, could detract from the popular image of the arts as being untainted by 
money.’ In spite of this, after Ueberroth’s actions ‘many event managers forgot the 
notion that their events could be tainted. They increased their sponsorship levels 
dramatically, and approximately 40,000 events were created in the next ten years 
because of sponsorship funding.’ Skinner & Rukavina suggest that sponsorship is 
different from fundraising. Whilst fundraising is about encouraging giving to good 
causes with the option of doing it anonymously, sponsorship, on the other hand, is 
about investment provided by other organisations, government bodies or individuals. 
Sponsorship is not about advertising either, as advertising ‘is a one-way business 
street. We advertise products, services, and activities in order to maximise sales and 
profits.’ Skinner & Rukavina point out that sponsorship is more a sort of investment in 
the sense that the sponsor provides the event or organisation with funds or other kind 
of support to ensure that they get something back depending on the nature of 
business of the sponsor. Broadly, sponsors want exposure. They want to be seen and 
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to be in the public consciousness over their rivals, resulting in the enhancement of 
their image, more customers and increase of their sales. As it is the case of Virgin 
Mobile, the headline sponsor of the V festival, one of the biggest music events in the 
UK5”.  
 
2. Historical Review  
 
Sponsorship was born in Ancient Greek Democracy. It derives from the verb χορηγώ 
which means somebody is the head of the dance, that is to say, of a team of dancers 
and singers who are responsible for the narrative in verses. In fact, it was the act of an 
Athenian citizen to sponsor theatrical plays. Sponsorship was one of the three aspects 
of the Athenian Democracy, the other three were Τριαρχία, Γυμνασιαρχία and 
Εστίαση. Sponsorship was a kind of additional tax, which was endorsed by the 
authorities and was addressed to the wealthy citizens. It was a mandatory tax 
established by Κλεισθένης, the founder of the Athenian democracy at the end of the 
6th century B.C. Αs sponsors had been selected Athenian citizens who had over a 
certain balance as their property. Each of the ten Athenian races presented a 
catalogue of the 120 wealthiest citizens to the leader who was responsible for the big 
religious celebrations, that is to say, Διονύσια, Παναθήναια, Ελευσίνια Μυστήρια, 
Λήναια, Ανθεστήρια etc. He decided according to the catalogues, who would be the 
sponsor of the dramatic games for a certain religious celebration conducted during a 
certain year. The selection was conducted six months prior to the conduction of the 
games.  
 
In the frame of the operation of the sponsorship there was the potential of 
“Αντίδοσις”. When someone who was named as a sponsor, believed that he was 
unfairly placed to this position he had the right to recommend his replacement by a 
                                                 
5
 Laice Nadia, The ever growing existence of sponsorship at festivals or cultural events: What makes an 
organisation want to sponsor a festival? What do organisations gain from this sponsorship? And where 
is it leading?, INTERNATIONAL EVENT PARTNERSHIPS, SPONSORSHIP AND FUNDRAISING, MA 
International Events Management, 2009 , p. 4 (Accessed 18/09/2019)  
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wealthier citizen. In that case, the recommended person could recommend in his turn 
the joint swap of each other properties, a process that had to be done instantly. If the 
candidate sponsor who recommended the Αντίδοσις, had no clear or accurate 
information for the property of the recommended sponsor, he was in danger of being 
entitled a smaller property than his prior ones. The role of the sponsor was to cover 
the expenses of a dramatic play. To these expenses were included the expenses of the 
teaching to the dancers, the expenses of the members of the dance, of the teacher of 
the dance and the player of αυλός (a music organ), the expenses for the masks and the 
suits and of any additional expenses for sidekicks. The sponsor was obliged to sponsor 
the teaching of a whole, subsidiary dance. Alongside with the fame and the honor they 
gained through the sponsorship, sponsors were obliged to undertake the erection of a 
monument dedicated to their win. There were other benefits for the sponsors, such as 
the official support of their co-citizens when they were candidates in election 
procedures, and in many other cases, benefits when in court.  
 
Going forward to later times, sponsorship was expressed through patrons of the 
Roman Times and patrons of the Italian Renaissance. Patrons of Roman Times were 
wealthy Roman aristocrats who funded the completion of works of cultural interest 
such as temples’ ornament or works of social interest such as the building of public 
baths etc. Patrons aimed to the reinforcement of their social status in order to increase 
their influence to the political cycles of Rome. During the Renaissance period, in the 
Italian metropolitan cities Venice and Florence, we can find the patrons. Patrons were 
wealthy traders or bankers who undertook to grant events related to Arts and Science, 
having in their service famous intellectuals and scientists such as mathematicians, 
physicists, painters and sculptors. Patrons were the defenders of Culture and Science 
while the Catholic Church suspended every kind of modernity6.  
 
 
                                                 
6
 The whole chapter draws the information from: Δρ Ζούνης Θεοκλής – Πέτρος, «Πολιτιστική Χορηγία. 
Βασικές έννοιες της σύγχρονης χορηγίας», Εθνικό και Καποδιστριακό Πανεπιστήμιο Αθηνών. Τμήμα 
Επικοινωνίας και Μ.Μ.Ε. Available online at: opencourses.uoa.gr, p. 10 -14 
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3. Sponsorship Plan7 
 
No action of an enterprise is considered as certain and approved. Every action should 
be decided after being analyzed and counted in accordance with its strategies, its 
objectives and its priorities. The other factors and the time appropriate. The above are 
one of the basic principles in the operation of commercial organizations. Every time a 
department of a company needs a funding for a certain commercial action, this must 
be justified and there must be a certain program to cover it.  
 
4. Definition of the general objectives8 
 
Sponsorship strategies must be thoroughly examined by the executives. It is evident 
that the sponsorship satisfies a deeper communicational need of the enterprise and 
contributes to the creation of channels for the connection of hers with the society. In 
opposite, it should not be used as a trend of fashion.  
 
Sponsorship should be considered as a medium. The enterprise has many ways for the 
communication of its ideas, such as the advertising, the sales promotion which can be 
used alternatively or in combination. Questions that arise are the following: Why do 
you prefer sponsorship among all other ways of communication? Which are the 
incentives? What do you know about this institution and are you familiar with it and its 
priorities?  
 
Like in every action, that has to do with the enterprise, the sponsorship is a matter that 
previously entails the definition of some general and more specific objectives. 
Sponsorship is an investment for the enterprise through which the latter intends to 
                                                 
7
 Τσαμασιώτης Βασίλειος, Χορηγία (Διπλωματική εργασία). Επιβλέπων Καθηγητής: Χρήστου Ευάγγελος, 
Πανεπιστήμιο Αιγαίου, Χίος, Τμήμα Διοίκησης Επιχειρήσεων, Σεπτέμβριος 2005,  p. 14, 15 
8
 Τσαμασιώτης Βασίλειος, Χορηγία (Διπλωματική εργασία). Επιβλέπων Καθηγητής: Χρήστου Ευάγγελος, 
Πανεπιστήμιο Αιγαίου. Χίος. Τμήμα Διοίκησης Επιχειρήσεων, Σεπτέμβριος 2005, p. 16  
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accomplish certain results. Before starting a sponsorship, the prospective sponsor 
should check to what extent the results can be accomplished.  
 
 Which are the general objectives?  
 How these are connected with the sponsorship? 
 Do you think that these objectives are realistic? 
 Do you think these objectives can be best accomplished through sponsorship?  
 
5. Development of a strategic plan 
 
The existence of a generic strategic plan9 is considered essential if we think of 
sponsorship as a non-circumstantial medium but as a communicative technique which 
entails a thorough and long-term practice. The first point that should be defined is 
whether the enterprise searches for ways to promote the sales of its products. In this 
case, there should be a launch of an economic offset or if the enterprise searches for 
any ways to reinforce this case, there should be a certain social sponsorship activity.  
 
 Which is the targeted audience?  
 
The clear definition of the targeted audience is the basis for a fair communicative 
policy by the enterprise. There is a need to record and analyze the full characteristics 
of the audience, their needs and expectations so that there is a fair strategic design of 
the communication mix which will give to the enterprise the opportunity to address 
the targeted audience. The research for the definition of a targeted audience is the key 
for the selection of a sponsorship which gives the opportunity to search for activities 
that recommend an audience with certain characteristics. 
 
                                                 
9
 This chapter draws the information regarding the strategic plan of a sponsorship from: Τσαμασιώτης 
Βασίλειος, Χορηγία (Διπλωματική εργασία). Επιβλέπων Καθηγητής: Χρήστου Ευάγγελος, Πανεπιστήμιο 
Αιγαίου. Χίος. Τμήμα Διοίκησης Επιχειρήσεων, Σεπτέμβριος 2005, p. 17 – 18  
 
  -xii- 
Regarding the targeted audience that should be attracted, there are some more issues 
to be dissolved:  
 
 Does the enterprise address the same audience?  
 Is there any change to the audience attraction? 
 If yes, which are the features of the new audience?  
 How can it be approached through this certain sponsorship? 
 Is there any effort for audience expansion? 
 If yes, which are the common features between the old and the new audience 
and how these can be approached through this certain sponsorship?  
 
Nowadays, many researchers suggest that “arts’ sponsorship is used with the meaning 
of the exchange”. A sponsor company offers a sponsorship expecting the return of this 
offer by the promotion of the business’s name, its products, services or image. Also, 
sponsorship is sometimes related to staff development in the business and to the 
social impact it applies for the company10. In other words, sponsorship promotes the 
company’s social profile and strengthens its dynamic to the employees of the company 
who are responsible for the audience’s information regarding the company’s 
“corporate social responsibility”11. Sponsoring organization provides sponsored 
organization facilities regarding its operation which sometimes comprise advertising 
policy by the media12. Sponsored company is usually obliged to deliver, in return, 
                                                 
10
 Simopoulou Soultana, Sponsorship of film festivals: a case study of the “International Short Film 
Festival in Drama”, Dissertation submitted in part requirement for the Degree of MA in Arts and 
Heritage Management of the University of Sheffield, September 2004, p. 6 
11
 Karpinska – Krakowiak Malgorzata, The impact of Consumer Knowledge on Brand Image Transfer in 
Cultural Event Sponsorship, University of Lodz, Lodz Polish, Social Review, 2013, p. 185 – 208   
12
 Simopoulou Soultana, Sponsorship of film festivals: a case study of the “International Short Film 
Festival in Drama”, Dissertation submitted in part requirement for the Degree of MA in Arts and 
Heritage Management of the University of Sheffield, September 2004, p. 4, 5 
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certain offerings towards the sponsoring organization such as the advertising of the 
good aspects and benefits from being sponsored13.  
 
On the other hand, we can encounter the arts’ sponsorship value by looking closely 
through the benefits it offers to the parties. Funding art can be very profitable because 
Art Market can attract influential people more than other forms of sponsorship. 
Businesses invest in arts’ sponsorship in order to attract more prestigious stakeholders 
in the market (e.g. good fame to VIPs, MPs and local councilors, leaders of non-
governmental organizations, journalists, funding managers and shareholders of small 
companies). Female audiences (wives/spouses, partners of high profile people) are 
interested in art events and activities more than in sports.  
 
6. The pathway of Cultural Sponsorship in Greece14  
What is cultural sponsorship? Does the state define a relationship with reciprocal 
benefits?  
In Greece, cultural sponsorship offered multiplied benefits in many fields and was 
regarded with honor and praise by all citizens.  
Nowadays, sponsorship in the cultural field is constantly varying and it is difficult to 
define it with a sole term that encompasses all aspects.  
Through sponsorship the stakeholders can assert and acquire the resources, monetary 
or others, and communicational benefits through their interaction with new targeted 
groups such as entrepreneurs, partners in companies, members of the intellectual, 
cultural and political circles, which can assure prospective cooperation and 
agreements.  
                                                 
13
 Simopoulou Soultana, Sponsorship of film festivals: a case study of the “International Short Film 
Festival in Drama”, Dissertation submitted in part requirement for the Degree of MA in Arts and 
Heritage Management of the University of Sheffield, September 2004, p. 4, 5 
14
 The Chapter The pathway of Cultural Sponsorship in Greece draws the information 
from:https://socialactivism.gr/index.php/arthra-apopsis/181-oduseia-thesmou-politistikis-xorigias 
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On the other hand, many sponsors through their offer can participate actively in the 
cultural and social status quo and acquire fame and rewards. Many companies have 
created special sections such as the field of corporate social responsibility due to the 
understanding of the benefits applied for the company through the sponsorship profits 
given back to the society.  
The first effort to compromise the needs of cultural carriers with the prospective 
sponsors started to thrive with the establishment of the Association for the 
reinforcement of Cultural Activities (Greek ΟΜΕΠΟ), at the end of 1986. The 
contribution of ΟΜΕΠΟ is substantial for the sensitization of companies on cultural 
matters. In 1990’s there was the establishment of annual awards of sponsorship which 
were given to sponsors.  
In December 1998, ΟΜΕΠΟ after the decision of the board of governors had stopped 
its services’ operation. During its operation with joint decision of the Ministry of 
Finance and the Ministry of Culture (Greek Law 50532/1998), it was established by an 
executive committee who decided regarding the affiliation or not of a carrier in the 
category of those who serve for cultural purposes.  
  
As cultural purposes, are considered the cultivation, the promotion and the 
dissemination of letters, of music, of dance, of theatre, of cinema, of painting, of 
sculpture and of arts in general, as well as the establishment and the expansion of 
certain recognized private museums such as art’s, physical history’s, ethnology’s and 
the folklore’s.   
The same period, 1997, was voted the Greek Law (Ν.2459/97) which predicted the tax 
of 20% for each of the sponsorships. The money administrated by the Ministry of 
Culture according to their initiative. The consequences of this Law’s application were 
that in two years, the recorded activity of sponsorship in Deposits and Loans Fund 
seemed to be reduced per 85%.  
Then, due to the Olympic Games in Athens, the sponsorship status was improved with 
special Laws for Olympic sponsorships (Ν.2833/2000 και Ν.2992/2002). According to 
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these, there was a full tax exemption from the company’s profits or the income of the 
sponsor for the amount of sponsorship to be consumed for the Olympic Games 
budget.  
A few years later was put into force the Greek Law Ν.3525/2007 for Cultural 
Sponsorship. According to that Law as cultural sponsorship is considered the monetary 
or other economic provision in objects tangible or intangible or services from persons. 
There are reciprocated commitments for both parties. The promotion of the social 
image and work of the sponsor is predicted as an offset.  
According to the above law, the amount of sponsorship is deducted as a whole from 
the taxed income of the sponsor. But, the deducted amount shall not exceed the 10% 
of the overall taxed income or the pure profits that occur. This regulation made the 
sponsors more skeptical and unwilling to be included in the above frame in order to 
offer a sponsorship.  
 
7. The frame of Law N.3525/2007 regarding cultural sponsorship  
The Law 3525/2007 for cultural sponsorship succeeded the Office of Sponsorship of 
the prior Ministry of Culture and Tourism (Greek ΥΠΠΟΤ), which is responsible for the 
acknowledgement and the accreditation of a sponsorship as a cultural one and for the 
following procedures (convention, procedure of the grant etc.) which are required for 
the fulfillment of the sponsorship. Also, it provides certain official documents for the 
tax-exemption of the sponsors. Recipients of cultural sponsorship can be not only 
public services but every non-profit organization with cultural purposes.  
Regarding the donation of amounts of money, sponsorship is submitted to a special 
account of the donor or the recipient of the sponsorship in a bank or the Deposits and 
Loans Fund. In that case, a certified copy of the decision of the Ministry of Culture is 
required, by which the sponsorship is characterized as cultural. Also, the originals of 
the proof of the paying-up of the amounts are required if the sponsorship is monetary 
and the ministerial decisions for the evaluation of the sponsorship if it refers to 
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tangible or intangible objects or services, and the proof of delivery and receipt of 
sponsorship.  
According to Law 3525/2007, the intervention of the Ministry in the field of culture is 
obliged to respect and protect the independence and autonomy of the cultural 
expression either it refers to primary creation and its promotion or the representation 
of cultural identities in the spirit of cultural diversity.  
In a relevant document-proposal for the new cultural policy, which was written by a 
certain group of authors on behalf of the prior Ministry of Culture and Tourism (Greek 
ΥΠΠOΤ) in March 2012, it is referred among others that the planning and the 
implementation of the cultural policy should be defined by the principals of 
effectiveness, transparency and public accountability.   
In the frame of transparency and public accountability was set up and operates since 
2010 the Record of Cultural Carriers from the prior Ministry of Culture and Tourism 
(Greek ΥΠΠΟΤ). According to the above proposal of cultural policy, the operation of 
the Record and the publication of the results of the grants through the internet was a 
very positive step towards transparency and the adaptation of clearer, fuller and 
systematic regulations for the deciphering of this field, the distribution of the 
resources in granted activities and sectors, and the evaluation and the control of the 
physical result and its consequences.  
The registration in the Records of Cultural Carriers of the current Ministry of Education 
and Religions, Ministry of Culture and Ministry of Sport is recommended to every 
interested carrier. This process is clear and the authorized Office for the Cultural 
Activities of the Ministry which is responsible is willing to offer their services. An 
application can be made by any carrier everywhere gathering all the required 
documents and following the procedure that is described in the following website: 
(http://drasis.culture.gr/index.php/taytothta-forea). If an application is approved can 
then proceed, as a recognized carrier in the Record of Cultural Carriers, and can assert 
through an application for grant the desired sponsorship.   
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Is it politically correct for the sponsors and the cultural organizations to which have 
applied for sponsorship to be due? What’s wrong with that? Does the bureaucracy and 
the lack of motivation need to be dissolved?   
The process described below is sufficient to explain the frame of the Law 3525/2007.  
First, according to this procedure, the first movement of the sponsor is to apply to the 
office an application along with the required documents. The office checks should the 
money derive from illegal activities. Then, if the sponsorship refers to a monument, 
the application should be examined from the Central Archaeological Council (or the 
Central Council of Modern Monuments in cases) in order to be evaluated and then to 
be approved or cancelled. Then, the application proceeds to the office of the Minister, 
who is obliged to validate it. After the decision that approves the application, a 
sponsorship contract is signed.  
What happens with the sponsorship? The certain amount of the sponsorship goes not 
to the recipient directly but to a specific code of the State Budget which is relevant to 
the certain Ministry, in case their intended recipient is the State (in the Deposits and 
Loans Fund and in the banks in other cases). Then the Ministry will make a plan 
regarding the proper implementation of the sponsorship to the intended sponsored 
work.  
If the sponsorship cannot be absorbed in due time that is designated to the contract, 
then the sponsorship turns out as a debt to the State.  
 
8. The usual inadequacies of cultural organizations in the frame of 
communication and collaboration with sponsors15  
 
The usual inadequacies of cultural organizations in the frame of communication and 
collaboration with sponsors are:  
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 The lack on behalf of the organizations of appropriate managers to contact the 
managers of other companies-sponsors and to complete the sponsoring 
programs. The sponsoring organizations apply for sponsorship to the 
companies as a last minute decision without a certain plan and without a prior 
strategic plan regarding the steps of actions that will follow from the 
conception of the program until its completion.  
 The lack of knowledge on behalf of the organization of the sponsoring forum and its 
capabilities  
 
 The mistrust of the organizations towards sponsoring arbitrators and 
councilors.  
 
Services of the sponsored cultural organizations towards the sponsors 
 
Then, there are services of the sponsored cultural organizations towards the sponsors. 
The sponsored organizations in the framework of their collaboration with the sponsors 
have developed certain services to gain the trust of the sponsors. These services are 
usually the services of publicity through the hard copy sponsoring material: cultural 
organizations print out the sponsoring material for the cultural programs and events. 
This hard copy material is usually invitations, tickets, posters, program hand-outs, 
catalogues etc. where the name and logo of the sponsoring company is subtly noted. 
The hardcopy sponsoring material offers opportunities for the promotion of the 
sponsor beyond the boundaries of the certain sponsoring cultural event.  
 
 Services for the promotion of the sponsor in the media. Cultural organizations 
have usually channels of communication with the media (Newspapers, Radio, 
Television, Internet). The cultural events are usually promoted through the 
media in the form of presentations, comments, press conferences and 
advertisements.   
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With this promotion of cultural events in the media is provided the opportunity of the 
reference of the sponsor. Services of Corporate Hospitality:  
 
Many companies through sponsoring actions concerning arts have the opportunity 
to entertain their clients and personnel with events such as galas with the aim to 
approach Opinion Leaders from the entrepreneurial, political and intellectual 
world.  
 
Certain plays, visits and tour guides are offered for targeted clients. Other services 
such as gifts and free trial of products (Sampling) can be offered as well. Certain 
companies such as Cointreau in the opportunity of sponsorship in the Festival of 
Holland, printed out vouchers on the labels of their bottles, which could be used by 
their clients for free press during the festival as well as for free drinks Cointreau. 
This way, the company evaluated quantitatively the correspondence of the 
consumers to this event16.  
 
9. Factors that influence the decision of the sponsor17 
 
Sponsorship is one of the four medium of entrepreneurial communication 
(communication media). The other three are the advertisement, the public relations 
and the sales promotion. On that communicative medium is included every form of 
corporate sponsorship (sponsorship of the arts, sponsorship of the environment, 
sponsorship of the socials/charities, sponsorship of the education, commercial 
sponsorship etc. More specifically, the role of the sponsorship in arts can promote the 
social image as well as the entrepreneurial and professional image. This social image 
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can refer either to the company-sponsor, or to its products and services. Sponsorship 
of the arts can give the opportunity to the company-sponsor to influence certain 
professional and social groups that are interested on the company-sponsor. A certain 
practice has to do with the promotion of the image of the company (local, national, 
multi-national) among local, national and international groups. These groups influence 
the local, national and international common sense and create opportunities for 
communication with these groups beyond the tight professional and entrepreneurial 
framework.18  
 
Important factors that influence the decisions of the companies in order to undertake 
sponsorships of the arts are mainly the following19:  
 
-The increase of the popularity of various forms of art through the press and electronic 
media result to the increase of sponsoring programs for the cultural events. 
 
-The demand for more qualitative and more intellectual communicative actions of 
advertisement and public relations that resonate to the consumers take place in 
combination with sponsorships in the field of arts.  
 
-The interest of the company-sponsor to deal with the cultural activities that take place 
in the local societies is increasing. This interest derives from the culture of the 
enterprise and the level of interest is defined by the strength of the corporate culture. 
A company has a strong culture when in parallel to the implementation of its 
quantitative objectives, such as the increase of sales, its profits, it sets out qualitative 
objectives, such as the education and the entertainment of its personnel, the upgrade 
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of the image of its professional premises and of their products as well as the 
improvement of the aesthetics of their clients-consumers.  
 
Apart from the above factors, the decisions of the Greek companies-sponsors are 
influenced by other factors as well. These factors focus on the prevalent organizational 
culture that exists in the Greek enterprises as well as the Greek culture in the 
environment of the enterprises.20  
 
In the Greek enterprises, there is a certain organizational culture that can be described 
by the principles and the values which define the way every enterprise is organized 
and works internally and externally. The organizational cultures that exist in the 
companies throughout the Greek domain are the following:  
 
The culture of the authority21: In the enterprises, all the authorities and the 
responsibilities emanate from the CEO of the company, who is the founder and creator 
and plays an active role as the Head. His view is prevalent among all others in the 
company and there are no potentials for initiatives by other stems. The decisions and 
selections of the company are exclusively based on personal estimations.   
 
The culture of the role22: These enterprises, public enterprises and companies operate 
according to certain rules which define the boundaries of every member’s role through 
a strict hierarchy. These rules usually lead to bureaucracy.  
 
                                                 
20
 Ζούνης Θεοκλής-Πέτρος, Η λειτουργία  της χορηγίας των τεχνών ως μέσου επικοινωνίας: το ελληνικό 
παράδειγμα (Διδακτορική Διατριβή), Πάντειο Πανεπιστήμιο Κοινωνικών και Πολιτικών Επιστημών. 
Τμήμα Επικοινωνίας και Μέσων Μαζικής Ενημέρωσης, 2001, p. 33 
21
 Ζούνης Θεοκλής-Πέτρος, Η λειτουργία  της χορηγίας των τεχνών ως μέσου επικοινωνίας: το ελληνικό 
παράδειγμα (Διδακτορική Διατριβή), Πάντειο Πανεπιστήμιο Κοινωνικών και Πολιτικών Επιστημών. 
Τμήμα Επικοινωνίας και Μέσων Μαζικής Ενημέρωσης, 2001, p. 34  
22
 Ζούνης Θεοκλής-Πέτρος, Η λειτουργία  της χορηγίας των τεχνών ως μέσου επικοινωνίας: το ελληνικό 
παράδειγμα (Διδακτορική Διατριβή), Πάντειο Πανεπιστήμιο Κοινωνικών και Πολιτικών Επιστημών. 
Τμήμα Επικοινωνίας και Μέσων Μαζικής Ενημέρωσης, 2001, p. 34 
 -xxii- 
The culture of the work23: These companies, multinational enterprises and 
contemporary commercial companies use the team work and the impetus of self-
improvement of the personnel in order to increase the quantitative objectives such as 
the production, the sales and the qualitative objectives such as technological 
improvements in the production, better services towards the clients etc. These 
companies go forward due to the high performance and profits. The decisions 
regarding the sponsorship are defined through the acquisition of the qualitative and 
quantitative objectives.24  
 
The criteria with which the enterprises approve certain sponsorship proposals 
regarding the arts are the following25: 1) The connection of the sponsorship with the 
objectives of good image and prestige of the enterprise. 2) The connection of the 
audience’s sponsored activities with the corporate audience. 3) The connection of the 
sponsored event with the corporate or brand identity 4) The cost of the sponsorship  
 
The connection of the sponsorship with the objectives of good image and prestige 
of the enterprise 
 
A basic criterion for the evaluation of the sponsoring proposal on behalf of the 
company as a candidate sponsor has to do with the power of cultural event to 
disseminate the fame and status of the company. To what extent, the sponsoring 
events can create an increased approval for the company-sponsor regarding the 
common sense. The implementation of a certain sponsoring proposal by a 
company can have an impact to the company or their products. The impact is more 
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qualitative and refers to the fame and image of a certain product or a certain 
company.  
 
The connection of the audience’s sponsored activities with the corporate audience  
 
The enterprises select sponsoring proposals where the audience of the sponsoring 
cultural activities is connected to the audience that the company intends to attract. 
This connection between the sponsoring and the corporate audience can be 
demographic, geographic or related to the life-style.26  
 
The demographic connection 
 
Here, we have the connection of a certain demographic group of sponsoring audience 
with cultural interests with a relevant corporate audience. The company-intended 
sponsor should find a cultural image of the certain targeted demographic group. The 
company has to find cultural interests according to their professions, their age, their 
educational background and other preferences. The company-intended sponsor 
should search for a certain demographic group with cultural interests that can define 
the group as a targeted group for the company.  
 
The geographic connection  
 
The proposal of the company-sponsor refers to the audience of a certain geographic 
district where the company-intended sponsor finds the completion of its interests. The 
geographic cover of a sponsoring program is related to the district where the 
company-intended sponsor has its premises or to the district where there is a demand 
of its products and services. In this context, the companies intend to secure their 
acceptance and recognition of their social role from the local society.  
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The connection with the lifestyle and the quality of life 
 
The company-intended sponsor selects sponsoring programs for arts, which refer to a 
certain lifestyle and quality of life of the targeted audience. The choices of lifestyle, of 
scheduling free time and the preferences of the audience regarding the kind of 
entertainment occupy the companies and are considered as main criteria for the 
selection of certain sponsoring proposals. The feedback that the audience expects to 
receive through the sponsorship of arts is mainly the satisfaction of creativity, talent 
and their cultural contribution. 27  
 
The connection of the sponsoring event with the corporate or brand identity 
 
The main factor that determines the decision of a company to select a certain 
sponsoring proposal is if there is a connection between the corporate brand name and 
the nature and object of the sponsoring cultural event. According to Nigel Waite that 
Zounis quotes, there are four types of connection between the sponsored events and 
the name of the sponsoring company or their products and services. These four types 
are the following:  
 
 The connection of the sponsored event with the nature of the corporate 
product.  
 The connection of the sponsored event with the corporate image.  
 The connection of the sponsored event with the image of the corporate 
product.  
 There is no connection between the sponsoring event and the corporate image 
or the image of the corporate product.  
The connection of the sponsoring event with the nature of the corporate product 
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There is a connection between the nature of the corporate product or service and the 
nature of the sponsored cultural event, and the product or the service appears as a 
sponsor of this event.   
 
The connection of the sponsoring event with the corporate image 
 
There is a connection between the corporate image and the image that intends to 
promote to the audience a certain cultural event. 28  
 
The connection of the sponsoring event with the image of the corporate product 
 
There is a connection between the image that the sponsoring company intends to 
create for its product and the image that the cultural event or program intends to 
communicate to the audience. The sponsoring company intends to give a certain 
cultural identity to the product or the service.  
 
1) The cost of the sponsorship 
The cost of the sponsoring program is a basic criterion for the evaluation of a 
sponsoring proposal. The cost of a certain sponsoring activity includes among others 
additional costs for the advertisement and promotion of the sponsoring activity (hand-
outs, invitations, catalogues, posters, press conferences).29  
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10. The main communicational objectives of the entrepreneurial sponsorship of 
arts30  
 
The main communicational objectives of the entrepreneurial sponsorship of arts are 
the following:  
 
1) The opportunity of communication between the sponsoring company and the 
targeted groups such as clients/consumers, suppliers, state officers, 
governmental members, the local societies, the personnel of the sponsoring 
company etc. 
2) The influence of the sponsorship to the corporate image or the image of the 
product 
3) The quantitative and qualitative cover of the entrepreneurial sponsorship by 
the media (press, radio, television, social media) 
 
The opportunity of communication between the sponsoring company and the targeted 
groups such as clients/consumers, suppliers, state officers, governmental members, 
the local societies, the personnel of the sponsoring company etc. On that case, 
sponsorship gives the opportunity to the sponsoring company to attract the targeted 
group. The company aims at gaining fame and honor from this certain cultural event 
that will result to build a relationship of trust with the targeted group.  
The opinion formers 
 
The term “Opinion formers” means a small professional-social group of the elite that is 
influential to the political and entrepreneurial world. This group of “Opinion Formers” 
consists of entrepreneurial, governmental and state executives as well as from people 
of the intellectual world. The sponsoring company needs to create bridges of 
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communication with the Opinion Formers that can influence the social groups 
targeted. The sponsoring company should bring them all together with the opportunity 
offered by this certain cultural event.31  
 
Another group that the sponsoring company aims to attract through sponsored 
programs is the local society. It is very important for a sponsoring company that 
operates in a certain district to develop a good relationship with the local society.  
 
The clients/consumers 
 
Another group that the company aims to attract through the sponsorship is their 
clients that is to say the consumers of their products or services. The sponsoring 
company aims to communicate with their clients/consumers not only through their 
products or services but through cultural events as well. The surveys conducted help 
the company to optimize their services related to cultural events towards their 
clients/consumers.  
The personnel of the sponsoring companies 
 
The sponsoring companies aim through sponsoring activities to satisfy their 
personnel’s preferences and needs in arts and leisure time.  
 
Reinforcing the corporate image or the image of the product with cultural features 
along with the entrepreneurial or professional image 
 
Then, the sponsoring of the arts gives to sponsoring companies the opportunity to 
succeed in reinforcing their corporate image or the image of their product with cultural 
features along with their entrepreneurial or professional image. The sponsor can 
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evaluate the success of the sponsoring actions in arts according to quantitative and 
qualitative criteria in relation to the cover of the sponsored event by the media.  
 
Qualitatively  
 By measuring the cm of the lists of the articles in newspapers and magazines 
dedicated to the sponsor 
 Which newspapers and magazines covered the sponsored event  
 The minutes in the radio or television referred to the sponsor or the sponsored 
event 
Qualitatively  
 If the articles referred to the sponsoring cultural action of the sponsor had a 
good impact to the readers - targeted audience  
 Which was the corporate profile that was promoted through references in 
media?32   
 
11. Programs of certain cultural organizations and museums that are eligible for 
cultural sponsorship33  
 
Programs of certain cultural organizations and museums that are eligible for 
cultural sponsorship are the following:  
 
Musical plays as educational programs, entitled: “The Music of Thessaloniki” for 
children of Elementary and Secondary Education. This certain program aims to 
introduce students to the multicultural music of Thessaloniki. The music culture 
revives through musical plays in the form of educational programs. The multi-
culture of the city and of the communities in music makes sense in the dawn of the 
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20th century. The common musical features of the three communities are defined 
as the meeting point between nations and people and represent their joint cultural 
legacy. The requested sponsorship will be given for the creation of digital 
applications of sound and image that will represent the multicultural musical 
framework of our times. The sponsored organization is the “State Conservatory 
Thessaloniki” and the educational program’s duration is two years (2018 – 2020).  
There are many other related programs of this certain cultural organization that 
make an open call for cultural sponsorship. The educational program, entitled: 
“Music and the Musicians of Thessaloniki”. The sponsorship will be given for 
presentations of the program in hospitals, hot spots as well as in schools in less-
favored regions.  
 
Musical plays with the Orchestra of Adolescents of the organization “State 
Conservatory Thessaloniki” for the educational year 2018-2019. This proposal 
refers to the expenses of the organization and the support of the orchestra of 
adolescents for a series of concerts with works drawn upon cinema or others 
adapted to the orchestra’s music so that they can be presented in theatres, and 
hospitals, hot spots or in schools in less-favored regions.  
 
Sponsorship for the Aristophane’s Comedy “The Birds” adapted to fairytale form. 
Open date for the event to be held. Contributors to the play will be three actors, a 
musical group of 12 saxonists and 40 member of choir.  
 
Sponsorship is requested for the creation of a book and an educational DVD with 
original works of music. Open date for the event to be held.  
 
Table educational games, entitled: “Music and her world”. Open date for the event 
to be held. Sponsorship for the support of innovative ways of teaching music 
through the creation of a table educational game, entitled: “Music and her world”.  
 
Sponsorship needed for the creation of musical-educational laboratory for deaf 
people in order to experience music and to get in touch with percussion musical 
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instruments. A long-term goal of the program is the organization of a concert in 
order for all the participants to experience live music. The program will be held in 
years 2018-2020.   
 
Sponsorship for the publication of an album dedicated to Alexandros Kazantzis. 
Open date for the event to be held.  
 
Sponsorship for the investigation and publication of a historic album dedicated to 
the first Director of the “State Conservatory Thessaloniki”, Mr Alexandros 
Kazantzis. The “State Conservatory Thessaloniki” was founded in 1914 by the Prime 
Minister Eleftherios Venizelos, having its purpose the dissemination of classic 
music. With this investigation there will be elucidated a series of historic 
personalities who left their own footprint on the configuration of the organization. 
Also, there will be shown the cultural and social conditions which defined the 
music culture in Thessaloniki during the last century.  
 
Sponsorship is requested for the concessionaire of a musical instrument. Open 
date for the event to be held. This sponsorship aims at the survival and the 
leverage of old and unique musical instruments that can be found in the collections 
of the organization.  
 
Sponsorship is requested for the coverage of expenses that occur from the 
invitation of artists. The sponsorship will cover seminars, workshops and lectures 
for the life-long education of music composers and theoreticians. The event will be 
held during 2019. The sponsorship will cover the accommodation and food 
expenses of artists that can contribute to the life-long learning objectives of the 
organization.  
 
Sponsorship is requested for the production of comedy opera in collaboration with 
the Department of «Μελόδραμα, Μονωδία και Κρουστά» of the same sponsored 
organization. The event will be held throughout the year 2019. Opera Buffa is the 
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genre of comedy opera that was developed mainly in Napoli in the dawn of 19th 
century and still remains one of the most popular genres of Opera.  
 
Open calls for sponsorships are now on by the Hellenic Copyright Organization. 
Sponsorship is requested for an event regarding the information and promotion of 
Services in Time Stamping of Hellenic Copyright Organization as well as the new 
legal framework that is in force regarding the Orphan Works. The sponsorship 
requested is 3.500 euro. The event will be held during 2019. Sponsorship will refer 
to the implementation of a project for Services in Time Stamping as well as to 
information regarding Data Bases for Orphan Works (Books, Movies, Articles with 
Copyright) in their digitization and communication to the audience.  
 
Sponsorship is requested for an event related to the educational program, entitled 
“Intellectual property and relative rights”. The sponsorship requested is 3.500 
euro. The program will be conducted by Hellenic Copyright Organization, Primary 
Education in collaboration with a group of educators that are inducted during the 
school years 2014-2015 and 2015-2016. The event will include the presentation of 
the website www.copyrightschool.gr, the e-games, animations, the information 
regarding the educational program and proposals for the improvement of the 
material provided.  
 
Teloglion Foundation of Art A.U.Th requests a sponsorship of 20.000 euro for a 
Festival of Arts aiming at the artistic education of young people aged from 18 to 35. 
The event will be held from May to September 2019. The festival of the Arts is a 
meeting point of communication and artistic creation of young people, presenting 
a program of activities for all arts throughout summer.  
 
Sponsorship of 20.000 euro is requested for a laboratory of musical plays for deaf 
people in collaboration with organization “Thessaloniki Concert Hall”. The 
laboratory based on the experience of music and of percussion musical 
instruments is appropriate for deaf people. The event will be held during 2019 
under the aegis of the Northern Greece Association of Deaf People.  
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Sponsorship is requested for theatrical plays of «National Theatre of Northern 
Greece» to be held annually all over Greece. The sponsorship requested is 20.000 
euro. Panhellenic summer tour will be organized for the support of the social and 
educational work of the organization. Also, a sponsorship of 30.000 euro is 
requested regarding individual theatrical plays chosen through the discretion of 
the sponsor that will be held during 2019.  
 
Sponsorship requested for the ReFoundation of the institution of Dance-Theatre of 
National Theatre of Northern Greece. The expected sponsorship is 50.000 euro for 
years 2019-2020.   
 
Sponsorship requested for the summer tour of a certain theatrical play throughout 
Greece. The expected sponsorship is 50.000 euro and the event will be held from 
July to September 2019.  
 
Sponsorship requested for the Forest Festival, a summer cultural event in 
Thessaloniki with the signature of the National Theatre of Northern Greece. The 
expected sponsorship is 40.000 euro and the event will be held from July to 
September 2019. It is a Festival of dance, theatre, music in Northern Greece with a 
focus on Forest Theatre but with parallel events on Earth Theatre, Royal Theatre 
and the Society for Macedonian Studies.  
 
Sponsorship for certain theatrical plays of the National Theatre of Greece 
separately. The expected sponsorship is 8.000 euro.  
 
 Sponsorship is requested for the promotion of the cultural activity of the National 
Theatre of Northern Greece. The expected sponsorship for this event can be 
delivered in the form of services or as a grant of 30.000 euro. Printed material, 
advertisements will be provided for the correct and accurate information of the 
audience for all the theatrical plays and actions of the National Theatre of Northern 
Greece.  
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Sponsorship is requested for the services of hospitality to the contributors and 
collaborators of the National Theatre of Greece. The sponsorship can be delivered 
in the form of services or as a grant of 20.000 euro during 2019.  
 
Sponsorship requested for the provision of services of telecommunications of the 
National Theatre of Northern Greece. The sponsorship can be delivered in the form 
of services or as a sponsorship of 40.000 euro. The sponsoring company of 
Telecommunications will be responsible for the need of telecommunications, 
according to their capabilities.  
  
Cultural workshops are designed with the signature of National Theatre of 
Northern Greece. Sponsorship requested for the promotion of young artists. The 
sponsor will reinforce the activities for the promotion of young artists. The 
expected sponsorship is 20.000 euro. The theatrical festival will promote the new 
theatrical groups of Thessaloniki and of the wider region of Macedonia – Thrace.  
 
Daily summer artistic laboratory of the National Theatre of Northern Greece for 
children aged from 4 to 11. The sponsorship can be delivered in the form of 
services or as a sponsorship of 50.000 euro. Flexible weekly schedule for the best 
services to working parents, this event can contribute to the development of the 
expression and creation through visual arts and representational arts.  
 
Five daily tributes to authors of the international stage of theatre such as Brecht, 
Tachtsis, Volanakis, Shakespeare and Contemporary European Theatre request 
sponsorship. The presentation of the works of authors from the international 
theatre will take place in the National Theatre of Northern Greece in a parallel 
completion with seminars, lectures, laboratories and theatrical game. The 
expected sponsorship is 5.000 euro and the event will be held during 2019.  
 
Sponsorship for the creation of a digital edition (e-book) with a theme focused on 
the National Theatre of Greece and its theatrical plays in Epidavros. It is an 
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innovative application of communication of the National Theatre of Northern 
Greece addressed to an increasing audience - users and to digital media of global 
interest, aiming at its reinforcement as an important cultural factor as well as for 
the promotion of Greece as a touristic and cultural destination. The expected 
sponsorship is 10.000 euro. The event will be held during 2019.  
 
Sponsorship requested for Children’s Scene of the National Theatre of Northern 
Greece. The expected grant is 20.000. The event aims at the contact of the children 
with the theatre. The event will be held during 2019.  
 
Sponsorship requested for the Youth Scene of the National Theatre of Northern 
Greece. The expected sponsorship is 20.000 euro and the event will be held during 
2019.  
 
Educational programs for students (children and adolescents) by the National 
Theatre of Northern Greece. The sponsorship for each of the programs is 5.000 
euro and the programs will be held during 2019.  
 
Sponsorship requested for the Korean Cultural Week: the projection of selected 
Korean movies by the Cinema Festival of Thessaloniki in collaboration with the 
Embassy of Democracy of Korea. There is no certain amount expected as a 
sponsorship. The event will be held during 2019 with the support of the Korean 
Foundation. It is free-entrance for the audience.   
 
International Book Fair of Thessaloniki: organization of an exclusive event – 
presentation of the whole editorial activity of the Cinema Festival of Thessaloniki. 
There will be publications that will focus on certain tributes, national 
cinematography. The event will focus on the publications of the organization. The 
event will be held with the presence of people from the field of cinema (editors, 
cinema critics etc.). The event will be held during May 2019 and there is no certain 
amount requested as a sponsorship.  
 
 -xxxv- 
Sponsorship requested for the 6th Children’s Festival Elephantastico. The event will 
be held with the participation of the Cinema Festival of Thessaloniki in 
collaboration with the Directorate of Culture and Tourism of the Municipality of 
Thessaloniki. The event will be held during 2019 and it will include film projections 
related to social themes such as human rights, equality and ecology, appropriate 
for children of primary education. There is no certain amount requested as a 
sponsorship.  
 
The Cinema Festival of Thessaloniki meets CineDoc with the projecting of 
contemporary awarded documentaries. The event will be held during 2018-2019 
and the projection will be assisted by concise events about the theme of the 
movies, presentations and conversations with the audience. There is no certain 
amount requested as a sponsorship.  
 
Cinema with a view: Summer cinema by the Cinema Festival of Thessaloniki and 
the Thessaloniki Concert Hall for 5th consecutive year. Cinema nights on the roof 
garden of the Concert Hall with an exclusive sea view. There is no certain amount 
requested as a sponsorship.  
 
Educational Programs of the Cinema Festival of Thessaloniki in Olympion and 
Thessaloniki Cinema Museum and Cinematheque for students of primary and 
secondary education. The event will be held from September 2018 to May 2019. 
There is no certain amount requested as a sponsorship. The programs will focus on 
the theme “Schools go cinema” with projecting of movies and educational 
activities exclusively created, laboratories and seminars of the 7th Art.  
 
Review of the annual activity of the Thessaloniki Cinema Festival. Program focused 
on projection of classic and contemporary global cinema, retrospectives and 
tributes to prominent Directors, accompanied by presentations and open 
conversations for the history and the art of cinema. There is no certain amount 
requested as a sponsorship. The program will be held from October 2018 to May 
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2019 and projections will be conducted throughout the cinema season every 
Sunday and Monday.  
 
Festival of the French Cinema organized by the Thessaloniki Cinema Festival in 
collaboration with the French Institute of Thessaloniki in Athens and part of the 
program will be held in Thessaloniki. The program will project movies from the 20th 
French Cinema of Greece. There is no certain amount requested as a sponsorship. 
The event will be held in April 2019.  
 
Cinema and Psychoanalysis: Projection from the Thessaloniki Cinema Festival from 
the global cinema in collaboration with the Athens Academy of Clinical Studies and 
the Cycle of the Greek Association of Ecole de la Cause Freudienne. Projections and 
tributes are framed by sessions of round-table for cinema as a medium through the 
glasses of psychoanalysis. There is no certain amount requested as a sponsorship. 
The event will be held from October to December 2019.  
 
Cinematic tribute entitled “Another aspect” organized by the Cinema Festival of 
Thessaloniki in collaboration with KETHEA Ithaca, the first psychotherapeutics 
community in Greece. Movies projected will focus on the theme of addiction. The 
event is free-entrance to the audience. Sessions will be held with ambassadors of 
KETHEA Ithaca for the multi-faceted nature of the addiction phenomenon as well 
as for the rehabilitation. There is no certain amount requested as a sponsorship. 
The event will be held in November 2019.  
 
Open House Thessaloniki: Participation of Thessaloniki Cinema Festival on the 
International Architect Institution for the projection of the architecture of every 
city, with the building Olympion, one of the most historic buildings of Thessaloniki 
Cinema Festival. Actions will be conducted with free guided tour for the audience 
in public and private spaces of distinct architectural interest.  
 
A sponsorship is requested for the organization of the 60th anniversary of 
Thessaloniki Cinema Festival. Eleven Days Anniversary Celebration of the 
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independent cinema will be conducted with the projection of movies from all over 
the world: international program, Greek movies, Open Horizons, Glimpses to the 
Balkans, the Forum of professional from the international cinema and many other 
parallel activities (speeches, concerts, exhibitions). The event will be held from 
October to November 2019. There is no certain amount requested as a 
sponsorship.  
 
Events to the platform A of the Port of Thessaloniki organized by the Thessaloniki 
Cinema Festival in collaboration with the Thessaloniki Port Authority S.A. and 
cultural sectors that are hosted on Platform A (Momus-Thessaloniki Museum 
Photography, Contemporary Art Center of Thessaloniki) will be held on symbolic 
dates throughout the year. There is no certain amount requested as a sponsorship. 
The event will be held on March 20th 2019 and on December 22th 2019.  
 
World Water Day 22.3.2019, International Museum Day 18.5.2019 Summer 
Solstice and World Music Day 21.6.2019 Events and Programs related to cinema, 
music, visual arts, performance, open to the audience with the aim to attract a 
broad audience and the establishment of the Port as a place of participation, of 
culture and entertainment for the citizens of Thessaloniki.  
 
50 Kids love cinema: The established zone of youth projections of the Thessaloniki 
Cinema Festival. There is no certain amount requested as a sponsorship. The event 
will be held until May 2019.   
 
Sponsorship requested for projections of movies from around the world for 
children and adolescents. The event aims to introduce children to the cinema art in 
entertaining ways. Creation of premises fully equipped very close to the sea in 
Porto Rafti and implementation of cultural activities by the Chamber of Visual Arts 
of Greece. The requested sponsorship is 100.000 euro and the event is an open-
date.  
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The year 2012 after the death of the artist Vaso Biniori, the Chamber of Visual Arts 
of Greece inherited a property by the sea in Porto Rafti, which should be legalized 
partly and be repaired in order to be used according to the will of the deceased 
and according to the will of the testament of the deceased and for the purposes of 
the Chamber of Visual Arts of Greece for cultural purposes. There is no certain 
amount requested as a sponsorship. The event is an open-date. Erection of a third 
floor of a building in Valtetsiou Street 42, for the requirements of the service from 
the appointment of 18 employees. Children’s laboratory «Mum, it’s time for 
music” in Athens Concert Hall. The requested sponsorship is 5.000 euro. The 
program of musical education for infants and children will be conducted with 
weekend gatherings and registration in order of priority. The program will be held 
every Sunday morning in Athens Concert Hall from January to June 2019. The 
requested sponsorship is 8.000 euro. Additional lectures will be delivered through 
the program.  
 
Conclusion 
 
Sponsorship is the funding of cultural events, brands and services that showcases 
the virtues of the sponsor in combination with other benefits as an offset. Cultural 
sponsorship is different from donation, grant, advertising, sales promotion, 
Fundraising. Sponsorship should be considered as a medium for the 
accomplishment of the enterprise’s goals. The targeted group pre-determines the 
type of sponsorship that should be applied. Cultural sponsorship attracts “Higher-
Ups” more than other types of sponsorship. It also attracts female audiences, that 
is to say a popular target group in consumer’s attraction policy. Sponsored 
company can gain monetary or other profits. Sponsors can upgrade their position 
in the society or in certain targeted groups of interest. Cultural sponsorship offers 
tax exemptions to sponsors. Inadequacies of cultural organizations in the frame of 
communication and collaboration with sponsors can be related to lack of business 
plan, lack of knowledge of the sponsoring program and its objectives and to 
mistrust between the parties. On the other hand, the showcase of the sponsor in 
media can be implemented through the promotion of the sponsored cultural 
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events with the label of the sponsor. The personnel of the sponsoring company can 
enjoy events and free products through the sponsorship. The clients-consumers 
also receive free products and other benefits through the attendance of the 
organized cultural event. This way, the company can assess the consumer’s 
preferences regarding this certain brand’s release. The sponsoring in local societies 
aims at the satisfaction of quantitative as well as of qualitative objectives which 
upgrade the social and economic image of the company and influences the 
mentality of the clients-consumers. The criteria with which the enterprises approve 
certain sponsorship proposals regarding the arts define the connection of the 
sponsorship with the brand and the objectives set out by the sponsor regarding the 
satisfaction of the needs of a targeted group. The “Opinion Formers” can influence 
the route of the sponsored event to success through lectures and other social and 
marketing strategies. Last but not least, the majority of companies that receive 
cultural sponsorship in Greece during the last decade focus on music and cinema 
festivals or other educational programs for children and adolescents. In many 
cases, there is no certain amount requested as a sponsorship while the duration of 
the program varies from one day to a couple of years.   
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